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Abstract 
 
 
 
Social Media Usage in Campus Health Communication 
 
 
by 
 
 
Shayla Nicole Maresh, M.A.  
 
 
 
The University of Texas at Austin, 2012 
 
 
 
Supervisor: Michael Mackert 
 
 
 
 
 
 This paper seeks to understand how college health organizations use social media 
to communicate alcohol-related issues with its audiences, specifically universities that are 
recognized as “party schools” and “sober schools”. Existing literature, social networking 
trends, and a content analysis are applied to two communication models – the Theory of 
Planned Behavior and the Uses and Gratification Model – to identify how organizations 
can leverage social media to influence students’ behavior. The qualitative data collection 
will be used to provide social media communication recommendations for the University 
of Texas’ health service organization – Healthy Horns. These recommendations will be 
applied to the general healthcare field as well as the advertising industry.  
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Social Media Usage in Campus Health Communication 
 
 
Introduction 
 
 Social media has proven itself that it is not a fad, and is here to stay. With sixty-
nine percent of online adults using social networking sites, it has transformed the way 
people communicate with one another, modified how authorities govern, and changed the 
way that companies sell products (Brenner, 2012). This has caused businesses, education 
institutions, and healthcare organization to integrate this new media into its current 
communication plans.  
 For college students, social media usage is even higher with ninety-eight percent 
of this population having profiles on these sites (FreshBuzz Media, 2011). Since the 
majority of students congregate on these sites, campus health organizations have created 
social media accounts to communicate with this audience about a variety of issues they 
face while in college. The main health topics that universities and colleges strive to 
educate their students on include injuries; tobacco; alcohol and illicit drug use; sexual 
behaviors; dietary patterns; and inadequate physical activity (Healthy Campus, 2010). 
Previous studies have also proven that these are the top issues that college students search 
for when seeking health-related information online.  
 Campus health groups recognize these are the topics that students need more 
information about, but struggle with the best way to communicate with them. Most 
students view these organizations as authority figures and feel uncomfortable discussing 
these subjects with them. Social media has become an important communication tool 
because it protects users privacy when they are searching for this personal subject matter.   
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Although social media provides these benefits, students are unable to partake in these 
exchanges because the majority of this population is unaware of their campus health 
groups’ social media presences.  
 The following paper will discuss how social media is used within the campus 
health context by reviewing previous studies and articles in addition to conducting a 
content analysis on four schools that reside on the “party school” and “sober school” lists. 
Lastly, the University of Texas at Austin’s University Health Services will be used as 
case study for evaluating how campus health organizations use social media and how to 
improve alcohol awareness efforts within these channels. Lastly, the paper will review 
how healthcare organizations can use social media as well as the advertising implications 
that brands face using SNS.  
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Literature Review  
  
Definition and Growth of Social Networking Sites 
 
 Social Networking Sites (SNS) have been adopted by billions of people around 
the world due to the inherent social component of these communication tools. These sites 
allow users to build relationships with other users, while displaying their online social 
networks. SNS are defined as the “web-based services that allow individuals to (1) 
construct a public or semi-public profile within a bounded system, (2) articulate a list of 
other users with whom they share a connection, and (3) view and traverse their list of 
connections and those made by others within the system” (Boyd and Ellison, 2008).  
 SNS do not only encompass Facebook and Twitter as some might believe, but 
also include other social sites such as Foursquare, Pinterest, digg, LinkedIn and Spotify. 
(Figure 1) These sites were created for diverse audiences as well as users with similar 
identifiers.  
 
 
 
 
 
 
 
 Figure 1 
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While these sites differ in their communication tools (e.g. blogging, video/photo sharing, 
application, etc.) they all share the ability to create unique profile pages while providing 
users the ability to connect to one another (Boyd and Ellison, 2008).  
 The first recognized social networking site, Sixdegrees.com, was launched in 
1997. The next group of social networking sites was launched in 2001 and included sites 
such as Friendster and Ryze (Boyd and Elisson, 2008). The previously mentioned sites 
were the early adopters within the category, and from 2003 onward, this trend became 
mainstream with new SNS hitting the marketplace at a rapid pace. Myspace launched in 
2003, and prevailed in the social sphere by attracting audiences that felt alienated by the 
previous mentioned sites to eventually become a global phenomenon. While Myspace 
was garnering the world’s attention, Facebook launched in 2004 but was only available to 
Harvard University students. Myspace was the media juggernaut and the “seminal site for 
the movement we now call social media”, but as time continued Facebook eventually 
stole the coveted top social networking site (Hartung, 2011).  
 The social media landscape has changed significantly since Sixdegrees.com and 
will continue to transform in order to meet users’ needs. Since users are constantly 
looking for the “next big thing”, the social environment in constantly modifying and 
updating their applications in order to accommodate their audiences’ needs. With the 
plethora of SNS options that users have to choose from, certain sites tend to rise to the 
top while others lag behind. Currently, the top ten social networking sites drive an 
estimated eighty percent of all online industry traffic and will continue to grow as these 
sites expand their markets globally (Nelms, 2011).  
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  Facebook recently reached one billion users, and Twitter (100 million), LinkedIn 
(130 million) and Google+ (400 million) are following closely behind the social media 
leader (Wasserman, 2012). The majority of social media consumers use these sites on a 
daily basis, but younger users have incorporated them into their daily routines – checking 
these sites when they wake up and when they go to bed. SNS play more than a social role 
in user’s lives, they have become another practical way to communicate with one another 
which is why it has become so appealing.  
 Social media usage has exponentially grown over the past few years. Currently, 
1.43 billion people use social networking sites, which is a nineteen percent increase from 
last year (Shalvey, 2012). In addition, when users are online they spend 1 in 6 minutes on 
a social networking site (Nelms, 2011). About sixty-four percent of users are visiting 
SNS at least once a month, and this trend will increase to seventy-one percent in 2014 
(Shalvey, 2012).  Social networking usage is a core part of users’ lives and its importance 
cannot be understated.  
 SNS have infiltrated our lives and have changed how we interact with people as 
well as brands in the digital space. These sites have encouraged people to become more 
active and engaged users, be part of product/service conversations, and seek out brands 
that will play a role in their lives. People are the core of social media, and are the 
motivating force for SNS to find new ways to connect them to the world.  
Social Media Use Among College Students  
 For younger audiences who were brought up with the Internet, social media is an 
even more common occurrence. SNS serve the primary function of providing users the 
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ability to ‘‘connect, communicate, and interact with each other’’, often by posting, 
sharing, or co-producing information (Correa, Hinsley and Gil de Zúñiga, 2010; Kushin 
and Yamamoto, 2010). Currently, users between the ages of 18-24 represent ninety-eight 
percent of social media usage per month (FreshBuzz Media, 2011). In addition, when 
students are online they are spending twenty-five percent of their time on social 
networking sites (Jacobsen and Forste, 2011). Among this audience, Facebook is the 
most used SNS, with YouTube and Twitter following close behind. This is not surprising 
since Facebook recently reached one billion active users, with the age group 18-24 
making up the second biggest cohort of users (SocialBakers, 2012).  
 Social media usage among this demographic will eventually reach one hundred 
percent as new SNS arise to cater to this groups’ needs. This growth in SNS usage is 
contributed to its social as well as its practical benefits. The most obvious reason these 
users use SNS is to “maintain relationships with existing acquaintances that were already 
part of their social network” (Sheldon, 2008). These sites mainly support already existing 
relationships rather than a means of meeting new people. In addition, these sites allow 
users to stay in touch with family and friends when it is convenient for them. However, 
the interaction level with these pre-existing relationships was low due to users only 
viewing other users’ profiles, newsfeeds or images and not directly engaging with them 
(Pempek, 2009).  
 Another reasons users within this age group used SNS was for entertainment and 
social updates, to find out about social events, and learn about users activities within their 
networks (Sponcil and Gitimu, 2012). Lastly, SNS provide college students “a virtual 
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space for them to explore their interests or problems with similar individuals, academic 
support, while strengthening online communication skills and knowledge ()*+,-!./0+!*+1!23*+,-!#4""56! ! Ninety four percent of first year-college students use social media sites, which 
emphasizes the role that these sites play in their everyday lives. These sites have become 
a main communication outlet for students to connect to their friends, peers, parents, 
professionals and professors. The top sites that college students use to communicate with 
their networks are Facebook (96%), YouTube (86%), Twitter (20%), Myspace (14%), 
and LinkedIn (10%) (Derickson, 2012). In addition, eighty-two percent of college 
students were found to log into Facebook multiple times a day signifying this is the 
preferred communication platform for this demographic (Quan-Haase and Young, 2010).  
How College Students Use the Internet and Social Media for Health 
 American adults have increasingly been using the Internet to seek out health 
information because the Internet provides users with a multitude of information at their 
fingertips. Online information that adults find has the potential to affect their health 
education as well as improve their health (Wilkins, 1999; Robinson, Patrick, Eng and 
Gustafson, 1998). Other advantages of using the Internet for health purposes include 
making better health decisions, serving as a go-between for patients and health 
professionals, and acting as a support base, and a means of interacting with others (Rimal 
and Flora, 1997; Scheerhorn, 1997).  Lastly, it has been found that the Internet is a 
medium that can be used for behavioral intervention among college students (Zabinski 
Wilfley, Pung, Winzelberg, Eldredge and Taylor, 2011; Escoffery, McCormick and 
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Bateman, 2004). 
 One study found that about half of the college students surveyed wanted to 
acquire health information online, while a third of the sample said they would participate 
in an online health program (Escoffery, Miner, Adame, Butler, McCormick and Mendell, 
2005).  In addition, seventy-four percent of the college students surveyed stated they had 
obtained health information online (Escoffery, Miner, Adame, Butler, McCormick and 
Mendell, 2005).  Another discovery from the study was the topics that the sample 
searched for when they went online. The top five subjects included fitness/exercise 
(50%), diet and nutrition (47%), medicine and pharmaceuticals (40%), alcohol and other 
drugs (32%), and sexual health (28%) (Escoffery, Miner, Adame, Butler, McCormick and 
Mendell, 2005).  
 Another study concluded that the criteria students used when evaluating online 
health information include attribution; authority of source; ease of use; disclosure of 
authors, sponsors, and developers; accessibility; and availability of Web sites (Barnes, 
Penrod and Neiger, 2003). These findings demonstrate that college students are going 
online to find health-related information, but the information has to be credible and easy 
to understand in order to influence their behavior. Lastly, this demographic is 
comfortable using the Internet to solve health problems because they grew up using this 
technology. 
 Another practical benefit that college students receive from using SNS is 
obtaining news. Social network users between the ages of 18-24 who regularly see news 
or news headlines were thirty-eight percent, which was an increase from thirteen percent 
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in 2010 (Pew Research Center, 2012). In addition, it was found in a recent Pew study that 
twenty percent of SNS users “followed friends’ personal health experience or updates; 
remember or memorialize other people who suffered from a particular health condition; 
get health information; raise money for or draw attention to a health related issue; post 
comments, queries or information about health or medical matters; or start or join a 
health related group” (Fox, 2011).   
 It should be noted that SNS are not yet an effective platform for give-and-take 
about health issues because users want to protect their identity (Zhang, 2011). Therefore, 
these sites are mostly seen as one-way communication tool to proliferate information to 
college students. The ideal situation for platforms that distribute health information is to 
initiate conversations, but in reality their goal is to provide users with data that will 
improve their lives. The exchanges will come later when they feel more comfortable 
discussing their personal issues online.   
 While the exchange regarding personal issues has been slow to adopt, social 
media still provides a platform for two-way communication among users and 
organizations. SNS enable organizations “to negotiate with publics, resolve conflict, and 
promote mutual understanding and respect between the organization and its public(s)” 
(Grunig, 1984). These platforms allow users to directly communicate with one another as 
well as provide an open channel for individuals and organizations. In addition, the two-
way symmetrical communication model “emphasizes communication exchange, 
reciprocity, and mutual understanding” resulting in organization adjusting and adapting 
to its audiences to satisfy the user (Cutlip, Center and Broom, 2000). Therefore, SNS 
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provides an opportunity for college campuses to leverage social media as a health 
promotional tool due to students directly seeking health-related news or by coming across 
it in the platforms’ newsfeed.  
Major Health Issues on College Campuses 
 
 Universities and colleges realize the importance of distributing health information 
to its students due to the national health objective instituted by Healthy Campus. The 
organization’s goal is to  
 increase the proportion of college and university students who receive 
 information from their institutions on each of the 6 priority health-risk behavior 
 areas, including injuries; tobacco; alcohol and illicit drug use; sexual behaviors; 
 dietary patterns; and inadequate physical activity” (Healthy Campus, 2010).   
  
 These identified health-risk behaviors coincide with the top searched health issues 
among college students from the previously mentioned study. While these issues have 
been conveyed to higher education institutions, there have been a low number of students 
that have received information pertaining to these health-related topics (Houston and 
Allison, 2002). 
  This is a significant problem among universities because their students are going 
online to locate health information, but eighty-nine percent of the time are not finding the 
desired health information (Escoffery, Miner, Adame, Butler, McCormick and Mendell, 
2005). This demonstrates that universities and colleges have the opportunity to drive their 
students to the proper destinations for health-related information, which needs to consist 
of their website and social media properties.  
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How Colleges Use Social Media to Address Health Topics 
 Colleges have recognized that younger audiences prefer online media as their 
primary source of information, and have started to move towards this method of 
communication when discussing health issues. Schools entrance into social media has 
varied due to their resources, knowledge of SNS, and the potential of decentralizing their 
current online presence. The majority of schools understand the benefits of using social 
media to reach their student population, but also know that students’ attention is 
dispersed among multiple sites.  
 Schools that have adopted SNS into their communication plan realize that it is 
difficult to create a balance of distributing content through email, online and SNS. They 
understand that if a message is sent on multiple platforms that students will feel 
overwhelmed, but if the content is only sent through one outlet the user may not receive 
the message (Mangan, 2012). In addition, colleges realize that by sending the same 
message on multiple SNS dilutes the message and provides more work for an already 
limited staff. And by firing content on all of these platforms, staff members have to be 
ready to engage in conversations, and have a strategy to deal with people who post 
messages that are hostile or insulting. This can be difficult because the people who are 
responsible for these SNS were not hired as social media community managers, but as 
college health administrators (Mangan, 2012).! 
 In addition, colleges recognize that students appreciate short messages that 
communicate the message quickly so they are more likely to adopt a laid-back, less 
chatty approach!(Mangan, 2012). But on the other hand, these institutions need to be 
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ready to adapt and not get invested in only one approach. This demonstrates that there is 
not a “one-size fits all” mentality that colleges can adopt when it comes to using social 
media.  
 In terms of platform implementation, campus health groups were behind the curve 
to realize the capabilities of social media, especially Facebook. As a result, campus health 
programs have jumped on the bandwagon and created Facebook pages in order to catch 
up. The problem now is most of these pages have been abandoned or the postings are 
very infrequent. This does more damage because when users find these abandoned pages, 
it will be harder to convince them in the future that is a good source of information. This 
trigger-happy behavior is common on other platforms as well (e.g. Twitter, YouTube, 
Pinterest, etc.) because campus health organizations do not want to be the last one to 
party like they were with Facebook (Mangan, 2012).  
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Theoretical Application 
Theory of Planned Behavior  
 
 The Theory of Planned Behavior (TPB) is derived from Ajzen and Fishbein’s 
Theory of Reasoned Action (TRA), which describes how “attitudes influence behavior 
that states that a person reflects and deliberates about a behavioral plan and decides how 
he or she intends to behave” (Brock and Green, 2005).   The individual’s intention 
whether to complete the behavior or not is the determining factor for the proposed action. 
Two components that influence a person’s intended behavior within this framework are 
1) the individual’s attitude toward the suggested behavior and 2) subjective norm 
involving the behavior (Brock and Green, 2005).  The attitude is formed based on the 
individual’s beliefs about the suggested outcome of the behavior and whether those 
outcomes yield positive or negative feelings. The subjective norm relates to the 
importance that a person places on what others think he or she should do and whether that 
person is willing to adhere to others’ opinions.  
 TPB differs from TRA because it includes the previously mentioned factors as 
well as perceived behavioral controls, which refers to the ease or difficulty of acting out 
the behavior of interest (Ajzen, 1991). All three components affect the intention of 
performing the behavior and ultimately whether the behavior is performed or not. And 
generally speaking, the stronger the intention to perform a behavior, the more likely it 
should be acted upon (Ajzen, 1991). Also, all of the components in the model need to be 
present for a behavior to occur, but the degree of each part will determine the intent of the 
behavior. 
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 TPB has been used in multiple studies to understand alcohol consumption among 
young adults, specifically heaving drinking known as “binge drinking”. Within this 
context, binge drinking will consist of an individual consuming five or more alcoholic 
beverages within a few hours. Past studies have focused on predictive models instead of 
examining “real-life” contexts that incorporate attitudes, social pressures and other 
elements that contribute to an individual’s drinking behavior. The latter approach 
examines the multi-stage process that individuals undergo when they decide to engage in 
binge drinking (Northcote, 2011).  
 Northcote’s study found that people do not participate in this subjective norm 
solely because it is “culturally normalized and socially expected”, but due to other added 
benefits that include helping in social bonding, producing memorable and entertaining 
evenings, as well as providing relaxing environments for the individual (Northcote, 
2011). A situational moderator or “intervening condition” that Northcote discovered 
among his sample group was individuals modified their behavior in terms of how much 
their friends were drinking on that given night – they would decrease their consumption if 
their friends were not engaging in a “big night” (Northcote, 2011).    
 Within the context of health communication, the study states that educating 
people about responsible drinking behaviors is an intervention aimed at the socio-cultural 
norms that falls within the first stage of the decision process. In addition to Northcote’s 
study, another study conducted on Greek sororities’ drinking habits confirmed the same 
type of method for aiding this growing problem. It states that interventions should be 
aimed at subjective norms and behavioral controls to challenge the influence that peer 
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groups play on an individual’s choice to drink (Hutching, Lac and LaBrie, 2008). These 
strategies have the potential to reduce alcohol consumption and associated risks with this 
type of behavior.  
 Based on previous studies conducted, it has been found that college students seek 
out alcohol-related information when they are looking for health news online. Therefore, 
campus health communication needs to reach students when they are beginning to form 
their attitudes towards drinking – when they are considering colleges and freshmen year. 
SNS give users privacy to search for topics related to alcohol that they don’t feel 
comfortable discussing with their peers or adult figures. For instance, individuals could 
be unaware of how many drinks constitute “binge drinking”, alcohol’s effect on body 
weight or how much you have to drink to have alcohol poisoning. Individuals can 
monitor SNS that discuss this type of content so they are able to educate themselves 
without having to overtly inform their peers that they lack knowledge in this subject. 
SNS’s monitoring featuring is incredibly appealing since students’ can be insecure about 
admitting they don’t the know answer.  
 College students are spending a great deal of time on SNS, which provides an 
outlet for campus health organization to communicate with them about the risks 
associated with drinking. This social environment is not intrusive within students’ daily 
activities so campus health communication can reach students at this touch point. If they 
are able to get their message across at this juncture, then they will have a better chance of 
influencing students’ behaviors surrounding drinking in the future.  
 These health communication groups should strive to encourage students to visit 
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their social media properties so they can educate them on the consequences of “binge 
drinking”. If these groups are able to lessen the amount of emphasis that college students 
place on their peer’s opinions through their message on SNS, then they have the potential 
to become a source that students look to for guidance. While this is the ideal outcome, 
these organizations should be aimed at making students think twice about having another 
drink because of the consequences that the organization has communicated to them.  
 The content’s message is an important factor for organizations attempting to 
change behavior through online communication. When predicting users’ behavior, the 
persuasion technique applied to the message is also a focal point. Based on previous 
message design studies, the messages that are more persuasive and thereby influence 
behavior intention are those that relate to (vs not related to) the function that an attitude 
serves for a specific segment (Petty, Wheeler and Bizer, 2000).  Therefore, health 
communication messages need to focus on reinforcing the association between the beliefs 
that binge drinking is bad for students’ health and their intention to partake in this risky 
behavior – the normative belief (Fishbein and Yzer, 2003). For instance, messages need 
to include the underlying motivation for why students participate in binge drinking in 
order to increase its effectiveness (Wang, 2009).  
 In addition, health messages can incorporate utilitarian and self-esteem 
maintenance tactics to decrease students’ binge drinking behavior. Messages that are 
utilitarian focused should appeal to students’ motivation to “ maximize the rewards and 
minimize the punishments intrinsically associated with the attitude object”, such as the 
negative health effects and psychological harms related to binge drinking (Wang, 2009). 
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Self-esteem maintenance messages will be less rational and will demonstrate how binge 
drinking does not serve self-enhancing social comparisons – this activity will lead most 
students to gain weight and cause them to have an undesirable body image (Wang, 2009). 
Lastly, campus health communication should include the principles of “gain v. loss” 
framework within their messages to students.  
Uses & Gratifications Model !
 Traditionally, the Uses & Gratifications Model (U&G) has been used to 
understand users’ behavior and motivations for using “new” media (Katz, Blumler and 
Gurevitch, 1973; Rubin, 2009).  This model depicts users as active rather than passive 
when describing how they consume media. Within the U&G model, needs are defined as 
“the combined product of psychological dispositions, sociological factors, and 
environmental conditions’’ that influence users’ media choices (Katz, Haas and 
Gurevitch, 1973). Gratifications are identified as the “perceived fulfillment of a need 
through an activity, such as media use” (Palmgreen, 1984).  
 In terms of social media, the most obvious need motivating users to interact with 
this type of media are social. Other identified needs associated with social media usage 
among college students include 1) emotional needs, which are needs ‘‘related to 
strengthening aesthetic, pleasurable, and emotional experience’’; (2) cognitive needs, 
which are ‘‘related to strengthening information, knowledge, and understanding’’; (3) 
social needs, which are ‘‘needs related to strengthening contact with family, friends, and 
the world’’; and (4) habitual needs, which are ritualized and help bring structure to one’s 
day, such as checking Facebook and email after meals (Katz,1973). 
! "7!
 When users are looking for health information on SNS, they are fulfilling their 
cognitive needs. This reinforces the reason that campus health organization should be on 
SNS to communicate health issues to college students. More specifically, health 
communication to younger audiences should take place on Facebook because these users 
exhibit both cognitive and social needs while using this platform (Park, Kee and 
Valenzuela, 2009). Another study found that new Facebook users closely monitor their 
friend’s behavior, and adjust their actions accordingly – if their peers were posting 
numerous pictures on Facebook, the new user posted pictures more often (Burke, Marlow 
and Lento, 2009). Campus health groups can take advantage of these social learning 
effects, by using sponsored stories on Facebook or promoted tweets on Twitter to 
increase their member following – if a user’s friends “likes” or follows a campus health 
organization, the user is more likely to mimic this behavior.   
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Methodology 
 Before examining the content and social platforms that campus health 
organizations use to communicate with their students, the schools that would be included 
in this research had to be determined.  Every year the Princeton Review conducts 
interviews with 122,000 students on 377 college campuses around the country to 
determine which universities fall under the category of “Party Schools” and “Sober 
Schools” (CBS News, 2012). (Appendix A) Princeton Review, not affiliated with 
Princeton University, identified “Party Schools” based on surveyed students responses 
that included a compilation of: low daily study hours, high usage of drugs and alcohol on 
campus, and a prominent Greek community (CNN, 2012). In addition, a majority of the 
schools found on the “Party School” list have a population of at least 15,000 students, are 
public research institutions, and have successful athletic programs. While the “Party 
Schools” have received significant coverage over the years, Princeton Review also 
established a “Sober School” list. At the top of this list, to no surprise, is Brigham Young 
University followed by multiple military academies (CBS News, 2012).  
 The four schools that have been chosen for this research experiment include two 
from the “Party School” list and two from the “Sober School” list.  The former two 
schools include The University of West Virginia and The University of Texas at Austin, 
while the latter two schools consist of Calvin College and Agnes Scott College. The 
reason that these four schools were selected was because all of them have at least one 
online campus health social media property. Within this research, the communication 
properties examined will only include Facebook, Twitter, YouTube, microsites and blogs. 
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To note, the “Party Schools” had more online presence dedicated to student health 
services compared to the “Sober Schools”, whom only had exposure to health issues on 
their website. (Most of the “Sober Schools” did not address any alcohol-related topics.) 
Lastly, the audiences that will be considered within this analysis are undergraduate 
students at the identified universities.  
 A content analysis was conducted on each school’s Facebook page, because this 
was the only property that each school had in common. Brand activity is categorized as a 
status post, link, video, photo or share from other user and will measure what type of 
posting users interacted with the most. User behavior was measured to determine the 
most common interaction between users and the brand. User behavior was comprised of 
likes, comments, posts, and shares from the brand’s page to another user’s wall. Brand 
activity and user behavior were combined to determine the content that was well received 
amongst the audience.  
 The content topics that were chosen were based on the content posted most 
frequently by each school on their Facebook page. The following content topics included 
in the analysis are: organization information (e.g. planned events), safe sex (i.e. HIV 
testing, condom promotion), general heath (e.g. eating habits, caffeine intake), 
vaccines/exams (e.g. flu shots), tobacco, exercise, school (e.g. info related to the 
university/college), suicide, transportation safety, body awareness, violence (e.g. self-
defense), polls/giveaways, travel/study abroad, relationships (e.g. connection, bullying), 
sleep, campaigns (e.g. a specific effort promoted by the organization). Evaluation will be 
based on the platforms used by each school and the content promoted through these sites 
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in relation to alcohol awareness topics for a time period of twelve months (October 2011 
– October 2012). The findings for each school are discussed below. (Appendix B – H) 
 Using the previous research mentioned, the University of Texas at Austin will be 
used as case study to discuss college campuses using social media as a health 
promotional tool.  
 
 
 
Colleges Facebook Twitter YouTube Blog 
(Microsite) 
University of West Virginia  X X X X 
University of Texas at Austin  X    
Calvin College X   X 
Agnes Scott College  X   X 
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Content Analysis 
The University of West Virginia 
 The University of West Virginia is located in Morgantown, West Virginia and has 
an undergraduate student population of 22,711 (Noer, 2012). The university’s student 
health services is known as ‘WELL WVU’ and its website is located here 
(http://www.well.wvu.edu/). Within the site, there is a tab dedicated to “Drugs & 
Alcohol” and an alcohol prevention program video series known as “AlcoholEDU”. 
Lastly, the website has social links to its Facebook page, Twitter profile and YouTube 
channel.  
 The Facebook page, ‘WELLWVU’, was created in January 2009 and now has 
1,448 likes (6.4% of population). There are 38 people talking about WELLWVU, with a 
large spike in conversation between the dates from August 24 – October 1.  The majority 
of users that like the page are from Morgantown, WV and are between the ages of 18-24. 
The page has five apps that include photos, videos, events, “eatWELL”, and “Are you fan 
of the week?”.  “eatWELL” is a monthly campaign focused on encouraging students to 
eat healthier options and “Are you fan of the week” advocates for users to engage with 
the page through posting, commenting, or liking to be recognized as the fan of the week. 
The content posted consisted of safe sex practices, stress, general health, exercise, 
drinking, tobacco, and violence-related information.   
 Links and pictures were posted along with regular status updates to enhance 
communication with the audience. The pictures on the Facebook page consist of event 
photos as well as WELLWVU advertisements for its various campaigns. In addition, 
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every Monday the administrators of the page post a “Healthy Monday Tip” which covers 
a variety of health concerns. The page also promotes the organization’s campaigns such 
as chillWELL, treatWELL, leadWELL, and Regret.  However, there is a minimal amount 
of posts coming from other users (n=17).  
 The majority people that engage with the Facebook page are through comments 
(47), likes (179) and shares (12). Lastly, the content that was heavily promoted by 
WELLWVU was the organization itself (e.g. events), tobacco issues, and 
surveys/giveaways. On the other hand, the content that was engaged with the most by 
users was content related to WELLWVU campaigns (i.e. Healthy Tip Mondays, Regret, 
Fan of The Week), survey/giveaways, and the WELLWVU organization. Therefore, the 
content that was engaged with on both sides was surveys/giveaways and the WELLWVU 
organization. (Appendix C & G) 
 WELLWVU has a Twitter profile that is heavily promoted on the WELLWVU 
website via its live stream and social favicon.  The profile has 747 followers (3.3% of 
population) and has tweeted 565 times. There has been a combination of 16 retweets and 
replies over the specified time period. The profile does incorporate hashtags (i.e. 
#chillwell) and should continue using this tactic to track conversations. The Twitter 
profile brand is consistent with the Facebook brand in its handle name as well as profile 
background image. However, the content that is being tweeted is the same as the content 
posted on Facebook. All brands strive to have their audience “like” their Facebook page, 
follow them on Twitter and subscribe to their channel on YouTube. But audiences are 
less likely to engage with brands in multiple channels if the content is the same, because 
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then they will only need to seek out information on one platform. WELLWVU’s Twitter 
profile appears to be another vehicle to promote Facebook content instead of another 
outlet to communicate with students.    
 WELLWVU also has a YouTube channel with twenty-two subscribers (0.1% of 
population) and 42,206 video views. The channel was created in January 2009 and the 
last video was uploaded in March 2012. The video content includes Healthy Tip 
Mondays (which can also be found on Facebook and Twitter), an introduction to 
tweatWELL, consequences of drug use, safe sex practices, AlcoholEDU, healthy eating 
options, and exercise tips. The video content is consistent with the content that is being 
promoted in each of the brand’s social channels. Creating videos to speak about 
important issues affecting college students is a better communication method because it is 
more interactive. However, videos need to be uploaded on a consistent basis if audiences 
are going to consider the YouTube channel a credible and timely source of information.  
 Lastly, WELLWVU created a blog that is dedicated to its Regret campaign. 
Students are encouraged to anonymously text in their regret to the number “313131” to 
compel students to evaluate their decisions in drinking situations. The outcome of this 
campaign is to stop students from making mistakes in the future by showing them how 
they feel after they act. As of now, 21 individuals have texted in their regret since the first 
post created four weeks ago. This campaign allows students to remain anonymous while 
confronting the consequences of binge drinking. The Regret campaign should be more 
heavily promoted on its other social media channels due to the universities high level of 
alcohol consumption. (It is ranked number one on the “party school” list.) 
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 Overall, WELLWVU has made significant strides in online communication 
through its social channels. The organization posts relevant content about alcohol-related 
issues through its “AlcoholEDU” video series and “Regret” texting campaign. 
WELLWVU has a large amount of followers on Twitter and therefore should be used, as 
an outlet to push content that is different from Facebook. Each channel should have a 
specific content strategy, and not just used to repurposed content.  
The University of Texas at Austin 
 The University of Texas – Austin is located in Austin, Texas and has an 
undergraduate student population of 38,437 (Noer, 2012). The university health services 
(UHS) for students is known as ‘Healthy Horns’ and the website is located here 
http://www.healthyhorns.utexas.edu/. Within the site, there is a Facebook tab and an 
“AlcoholEDU” tab, which is an alcohol prevention program. There are no other social 
links on the website except for the Facebook page at the top of the site.   
 The UHS Facebook page was created in January 2010 and now has 1,854 likes 
(4.8% of population). The majority of the users is from Austin, TX and is between the 
ages of 18-24. There are 187 people talking about UHS, with a significant spike in 
conversations from August 13 – August 25. There are six apps that include photos, maps 
(UHS office), events, videos, polls, and spotlights (links to online appointments, 
vaccines, etc.). The content posted consists of healthy eating tips, UHS organization, safe 
sex practices and HIV testing, and event promotion.  There were only two posts related to 
the “AlcoholEDU” program, which one was a video done by Student Government’s 
president and vice president.   
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 UT expanded their content strategy to include memes, gender-related topics, and 
posts from other universities (e.g. University of Arizona). The majority of the content 
were links and images, which adds diversity to the typical status updates and allows 
audiences to interact more with the content. Also, UHS shared content from organizations 
at UT, which shows their support and expands their network at the student level. In 
addition, they used the timeline function to promote their achievements of being ranked 
among the top healthiest universities and top college health services. Users engaged with 
the page through commenting (50), sharing (81) and liking (592). Although, when users 
posted on their wall, the UHS only responded half the time, which is an issue for brand 
pages. (Appendix D & H) 
 University Health Services does not have any other social properties besides 
Facebook, but there is a blog created by the Student Health Advisory Committee 
(SHAC). This organization is affiliated with UHS and promoted through its Facebook 
page.   This group provides peer support to individuals facing any problems that are 
covered within the UHS umbrella and have their own Facebook page to discuss specific 
content.  
 Overall, UHS has been successful at posting engaging content among its audience 
by sharing relevant links and photos of their events. However, they need to respond to 
any user post on their page, to show their audience that they are committed. !
Calvin College!
 Calvin College is a liberal arts school located in Grand Rapids, Michigan and has 
an undergraduate student population of 3,793 (Calvin Institutional and Enrollment 
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Research, 2012). The university’s student health services has a website dedicated to 
informing students about the type of benefits it offers 
(http://www.calvin.edu/admin/health/) and is found within the college’s main website 
structure. The site has social media favicons such as Facebook, Twitter, LinkedIn, 
Vimeo, YouTube and Pinterest. However, all of these social properties link to the 
college’s social media pages and not to any specific platforms dedicated to health 
services.  
 In addition to the website, the department is also responsible for a monthly digital 
magazine called ‘Student Health 101’ that was started in September 2007. This magazine 
has its own website (http://readsh101.com/calvin.html) and offers information that covers 
other areas of interest to students such as nutrition, exercise, social etiquette, self-esteem, 
and events. This method of communication is more relatable to students based on how 
the website is structured and the individuals delivering the content. Student Health 101 
has five tabs on the bottom of the home page – UCookbook, FitnessU, Get Your SH101 
(email sign-up), This Month’s Poll, and More SH101 (e.g. Next Month, Self-Care Guide, 
Share Your Video, Write for SH101, Feedback). The Facebook page is also promoted on 
the home page of the website as well as a $1,000 giveaway, upcoming events, and student 
resources. 
 The home page of the site serves as the cover of the magazine, and users are able 
to flip through the magazine and interact with any of the content on the page (e.g. videos, 
ask questions, polls etc.). It appears that content published for the magazine is written by 
various contributors from different schools and backgrounds (e.g. graduates, freelance 
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writers, nurses, current students, etc.) and covers a multitude of issues – health, nutrition, 
exercise, internships, social Do’s & Don’ts, self-esteem, campus myths, resources, and 
relationship advice. The magazine also includes videos contributed by students for the 
UCookbook (recipe sharing) and workout routines for FitnessU. The magazine is a 
unique outlet for students because it provides information that is not found on the website 
and is delivered in an interactive way. Allowing people from all over to be part of this 
cause, not only connects the university to other schools, but also allows students to feel 
that they are not alone when facing these issues.!
 Along with the digital magazine, Student Health 101 also has a Facebook page 
that was created in September 2011. The page has 6 likes (0.2% of population) and 3 
apps – photos, Student Health Magazine, and a subscription sign-up to the digital 
magazine. The Facebook page content correlates with the magazine and the majority of 
the posts drive users to the online magazine. The content posted were either links to the 
online magazine or videos/photos embedded in a status post. The content topics that were 
posted the most and received the most engagement were about health, exercise, and 
stress/studying. !
 There was only one post that discussed alcohol awareness, which was delivered in 
a way to entice students to know the truth about “the drinking myth.” (Appendix E)  The 
Facebook page does not seem to be the main priority for the organization, but rather 
another outlet to promote Student Health 101. While the magazine’s website states that 
Facebook provides exclusive news and videos, the content appears to be the same. This is 
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not enticing student to visit the Facebook page, which should be apparent due to the low 
volume of fans.!
 There are not any posts from users or interactions with the brand’s posts on the 
page thus far. The lack of engagement from users appears to be due to a minimal number 
of likes, which lessens the visibility of the page on individual users’ newsfeeds. Since 
Calvin College Health Services has dedicated time to build the Facebook page, it should 
not be used to repurpose content. If people know that they are able to find the same 
information on the online magazines website, then there is no motivation from users to 
visit the Facebook page. In general, people only visit a few websites to find out 
information and if Facebook does not provide new content then users will continue to not 
visit the page. !
 Overall, Calvin College Health Services looks as if all of their efforts are 
dedicated to the online magazine, and the Facebook page is an afterthought. The health 
services needs to use social channels that benefit their efforts. Therefore, YouTube could 
be a better social channel to invest in since videos are important way to communicate 
with the students. !
Agnes Scott College 
 Agnes Scott College is a private liberal arts women’s college located in Decatur, 
Georgia and has an undergraduate population of 871 (US News & World Report, 2011). 
The college health service’s website is focused on health, wellness and safety. 
(http://www.agnesscott.edu/studentlife/health-wellness-safety/index.html.) Within the 
site, there is a Facebook, Twitter, YouTube and Flickr favicons on the bottom of the 
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home page, but all of them link to the college’s social platform and not specifically the 
health services division.  
 The college’s Facebook account was created in March 2011 and has 14 likes 
(1.6% of population). Since the college joined Facebook, there has only been one post 
that promotes their blog (http://aschealthservice.blogspot.com/).  Individuals responsible 
for the Facebook page appears to have abandoned the platform since there have not been 
any other conversations posted to the page. Therefore, it appears that Agnes Scott 
College Health Services believes that Facebook is not a channel that their audience uses 
to seek out health information.  
 The ASC Health Service blog (http://aschealthservice.blogspot.com/) appears to 
be the college’s main form of communication to the student population regarding health 
issues, besides the main website.  The blog’s purpose is to communicate what they can 
offer to students such as health services, events, insurance concerns, and patient’s rights.  
However, it appears that the ASC staff, due to the last post dating February 2011, has 
also abandoned the blog. The single post titled “Health Services Liaison Report” 
discussed issues such as services that the Wellness Center offers (e.g. HIV testing, 
Gardasil shots, flu shots), events hosted by the department (e.g. Sextravaganza, “Healthy 
Love Party”), birth control concerns, and lastly the goals of the organization. There was 
not any content that discussed alcohol education/awareness. The content that was 
published on the blog is a good source of information for students, and it unusual that 
there was not other subject matter contributed since there were over 400 visitors to the 
site. (Appendix F)!
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 Overall, Agnes Scott College created a good starting point to connect with their 
students, but fell short on execution. It looks unprofessional that ASC Health Service put 
forth effort into creating social channels (e.g. blog, Facebook) to communicate with 
students and then deserted their own endeavors. !
Summary  
 The “party schools” compared to the “sober schools” have more outlets dedicated 
to reaching out to their student audience to educate and inform them about various health 
issues. Specifically, the party schools provide content that is directly related to alcohol 
awareness where as the sober schools do not appear to cover this topic in-depth amongst 
their students.  
 The top performing topics for “party schools” were information about general 
health, sexual behavior, contests/giveaways, specific campaigns and the organization 
itself. While the top performing topics for “sober schools” include general health, 
exercise, stress, and the organization itself. (Appendix B1) The only topic that these four 
schools have in common was promoting content about their own organization. The type 
of content the schools published that generated the most engagement from users was 
status posts, links and photos. (Appendix B2) Lastly, users engaged with the schools’ 
content the most by “liking” or commenting on their posts compared to the sober schools 
that did not have any user engagement on their pages. (Appendix B3) 
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University of Texas – Austin Case Study  
 As previously discussed, The 
University of Texas at Austin’s campus 
health organization is known as Healthy 
Horns. They are the liaison between 
students and the university in regards to 
health issues. Their online communication 
is distributed through the UHS website as 
well as their Facebook page – 
“Healthyhorns”. The UHS homepage         
prominently displays the Facebook tab at the top of the page  
so users can easily find their social media account. (Figure 2)  
 In addition to the Facebook tab, the UHS homepage also includes the 
“AlcoholEDU” tab; a program that educates students so they can make well-informed 
decisions about alcohol. This program is supposed to be completed by every incoming 
freshmen student or transfer student under the age of 21. There is also an email that 
students can use to contact the UT AlcoholEdu Implementation Team if they have any 
further questions. Lastly, there is a poll that students are encouraged to take about alcohol 
(e.g. “What percent of UT students don’t approve of drinking to the point of passing 
out?”).!
 Facebook is a great tool for UHS to use because it is free, simple to use and most 
importantly almost every undergraduate student has a Facebook profile. Since students 
Figure 2 
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already congregate on Facebook, it allows 
UHS to communicate more directly with its 
fans compared to its website. In addition, the 
Facebook page provides a platform for UHS 
to discuss alcohol awareness as well as a 
variety of other topics in more detail. !
 Based on the content analysis 
conducted, the UHS posted (e.g. link, share 
from other user, photo, status update, video) !
228 times on their Facebook page from October 2011 until !
October 2012; which would be about an average of 4 posts per week. The content topics 
that were frequently posted on the page included information about UHS events, safe sex 
behavior (e.g. HIV testing), and general health information (e.g. healthy eating, caffeine 
affects, etc.). Users engaged 656 times (e.g. like, comments, wall post, share from UHS) !
with UHS’s posts, with the majority of engagement coming from “likes”. Surprisingly, 
users engaged with the same content topics that UHS posted most frequently on their 
Facebook page. This demonstrates that UHS was aware of the issues that their 
community is interested in and/or wants to learn more about. !
 In terms of alcohol awareness, UHS only posted one item that directly addressed 
this issue. They shared a photo from the UT Division of Student Affairs that was a static 
image of Thor Lund and Wills Brown, UT Student Body President and Vice President, 
giving the introduction of the “AlcoholEDU” video. (Figure 3)  Due to UT Austin 
Figure 3 
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consistently being ranked in the top 20 “party schools”, UHS should publish more 
content related to alcohol awareness. The tone of these messages needs to feel like they 
are coming from their peers and not an authority figure at UT. Students will feel more 
comfortable with this type of content if they are able find it on their own rather than 
being forced to read it.!
 Based on previous studies, it was found that social media fulfills active users’ 
social and cognitive needs. UHS can take advantage of this by creating content that 
directly satisfies users’ need for community as well as their need for information. 
Community-focused content could be posts encouraging users to join the Student Health 
Advisory Committee, which is a student-run organization that works as the liaison 
between students and the UHS to help improve UHS efforts. While content that satisfies 
users needs for information could be sharing a link from Dr. Fox that discusses how 
smoking, alcohol, stress and lack of sleep contribute to erectile dysfunction. The UHS 
also indirectly dealt with the alcohol issue by sharing a link about hookah, which 
discussed how this activity was associated to doing drugs and drinking alcohol. !
UHS’s Facebook fan base is fairly small in terms of the entire undergraduate student 
population that attends UT – 4.8 percent. (To put this in perspective, there are 410,000 
fans of the University of Texas Austin Facebook page.) !
 In order to expand their community, students have to be aware that the 
“Healthyhorns” Facebook page exists. Most students are aware of UHS and its website !
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because they find out about the services the organization offers during orientation, but 
their Facebook page is not advertised on their promotional materials. For example, on the 
UHS A-frame (that is present at most of their events on campus) there is no reference to 
their Facebook page, which is a missed opportunity for the organization. (The 
healthyhorns.utexas.edu website is displayed under the University Health Services logo.) 
(Figure 4) By simply adding a Facebook favicon to their materials would alert students 
that Healthyhorns has a social media presence and encourage them to communicate with 
UHS in the social space. Lastly, if UHS can establish an initial connection with incoming 
freshmen students than they have the opportunity to build a relationship throughout 
students’ entire academic career; which is the ideal goal. !
 Another way to increase their fan base would be through page post ads, sponsored 
stories or promoted posts. Based on social learning effects, it is found that users are likely 
to mimic their friend’s behavior and these advertising techniques support these actions.  
Page post ads allow brands to take an item that they posted on their page (e.g. photo, link, 
video, event, question) and turn it into an ad. (Figure 5) Users that are not fans yet will be 
Figure 4 
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able to like the page directly from 
the ad, and users that are already 
fans of the Healthyhorns page will 
see an ad that shows which of 
their friends have already “liked” 
the page.  !
 The next option that UHS 
can use is Sponsored Stories, which is the 
most interactive choice because it 
promotes the actions of fans on your 
page. (Figure 6) There are different types 
of actions that brands can take, but the 
options that would benefit UHS the most !
include page likes (shows when their 
friend likes the !
page and “like” button); questions 
answered (shows when their friend 
answered a poll and their result); 
event joined (shows when their 
friend RSVPs to an event, and a 
link to the event). This allows 
UHS to leverage its existing 1,854 
Figure 5 
Figure 6 
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fans and reach out to their networks to increase the Healthyhorns’s Facebook community. !
 The last choice that UHS can utilize is the promoted posts action. (Figure 7) This 
technique allows brands to promote any activity that they can post through the sharing 
tool – status updates, photos, videos, offers, and questions. When a user is on a computer 
the ads will appear on the right-hand side, but when a user logs onto Facebook on their 
mobile devices the ads will appear in the Newsfeed. Therefore, their promoted post will 
still potentially reach the user whether they are on their phone or computer. This is 
important to note because there are now an estimated 600 million active mobile users that 
log into Facebook monthly (Protalinski, 2012).   
 PSA campaigns such as “Above The Influence” and “truth” have used Facebook 
ads to target specific demographics in order to increase awareness of their brands’ page. 
“Above the Influence” used ads that targeted specific age ranges as well as users’ 
interests and group affiliations to direct individuals to their Facebook page (Keath and 
Gray, 2012). The campaign also used Premium Video Ads to encourage conversations 
amongst teens on Facebook. The “truth” campaign used Reach Block, a Premium Video 
Comment Ad and a Premium Poll Ad to entice users to visit their Facebook page and 
engage with content through likes, video views and poll responses (Keath and Gray, 
2012). The main objective of both campaigns was to bring awareness to their social 
media presence, which is the same problem campus health organizations face.   
 College students are going online to seek out health information so UHS should 
also be using Facebook as an information source for its students. It was recently found 
that Facebook has about1 billion search queries daily, which compared to Google is 
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solely based on socially-relevant content to the user (Ingram, 2012). When users search 
on Facebook, they are able to see the type of content that their friends “like”, which can 
directly influence their online behavior  (e.g. “liking” a brand’s page).  
 UHS should strive for the Healthyhorns Facebook page to be the site that students 
visit first when seeking out health-related information. This platform allows UHS to 
establish a more personal connection with users while providing real-time, relevant 
information. Content posted should be written in a casual, “non-lecture” style because 
that is how students like to be spoken to on Facebook. UHS could do a better job of 
integrating this stylistic technique into their content so students feel comfortable asking 
questions on the page; it should be like they are having a conversation with a peer that the 
user looks up to. UHS can take advantage of Facebook’s ability to facilitate direct, two-
way conversation with users, which is not feasible on other online interfaces. This type of 
platform allows users to be active participants in conversations regarding issues that are 
important to them as well as build an online relationship with UHS.   
  
 
 
 
 
 
 
 
Figure 8 
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 The Healthyhorns Facebook page gives UHS more freedom to show their 
personality compared to the website which is has to follow specific guidelines. UHS has 
taken advantage of this by creating content that resonates well with students, especially 
by using memes to talk about topics that students find dull or uncomfortable. For 
example, they used popular memes to promote HIV testing and eating healthy habits 
(Figure 8). Lastly, most of the content that UHS posted was visual – links, shares from 
other users, photos – which is good because users respond better to this visual content 
rather than text-heavy posts. UHS should continue posting this type of content, but 
incorporate more posts related to alcohol awareness since UT Austin is identified as a 
“party school”. 
 One thing that UHS 
can immediately do to 
incorporate alcohol awareness 
efforts into their social media 
presence is to promote the 
“Know Your Line” campaign 
on their Facebook page  
(Figure 9). The “Know Your Line” Facebook page has 2,997 fans, which is 1,143 more 
users than the Healthyhorns page. Since UHS is responsible for this campaign, it should 
be promoted on their Facebook page so students are aware of the association. This can 
easily be done by sharing content from the “Know Your Line” Facebook page more 
frequently as well as making one of the apps on the Healthyhorns page dedicated to  
Figure 9 
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this campaign. UHS could implement the “Know Your Line” information into their 
content strategy because they already share information from the Student Health 
Advisory Committee (SHAC). As a result, users from both of the pages could potentially 
become advocates for UHS by promoting its content to their personal networks. 
Currently the Healthyhorns page has eight apps – photos, likes, map, spotlight, events, 
videos, polls, and “Work For Us”. (Figure 10) By creating an app for this campaign 
would allow users to directly access the “Know Your Line” page, which is responsible 
for educating students about alcohol issues at UT Austin. Overall, when UHS directly 
supports campaigns they should be communicated more frequently on their page so 
students can become aware of these efforts. 
 West Virginia University has an initiative known as drinkWELL that is focused 
on educating students about alcohol. They created a campaign centered on “regret” which 
is a common emotion associated with binge drinking. Well WVU created ads that were 
posted on their Facebook pages and most likely around their campus. (Figure 11) The  
Figure 10 
! %"!
 
campaign was able to 
communicate a call to action that 
encouraged college students to 
partake in a daily activity – 
texting. The “Regret” campaign 
encouraged students to text  
in their regrets related to drinking so they would  
realize the consequences of their behavior on their own. The texts that were sent in by 
students were then posted on the “Regret” blog so other students could see the types of 
regrets that their peers had when they engaged in this activity (Figure 12).   
 This allows conversations about alcohol awareness to come directly from 
students, instead of WVU, which is seen as an authority figure.  
UHS could adopt the texting 
component of the “Regret” campaign to 
be used for its “Know Your Line” 
initiative so students would recognize 
the negative effects associated with 
drinking without it coming from the 
university.  
 While the “Regret” campaign is 
probably not going to stop binge 
Figure 11 
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drinking on the WVU campus, it at least allows students to hear from their peers about 
the consequences of drinking. By taking WVU out of the equation, students are permitted 
to be more open about the topic as well as share their experiences with binge drinking 
without being reprimanded because all the entries are anonymous. While this tactic 
embraces the shame component in college humor, it still provides a channel for students 
to discuss how they feel about drinking. At most, this effort is a step in the right direction 
to make students recognize that binge drinking can lead to actions they will later regret.  
 Overall, UHS is communicating with its student in ways that resonate positively 
with its community. But in order to increase alcohol awareness among its audience, they 
should promote the “Know Your Line” more frequently on the Facebook page as well as 
adopt components of the Well WVU “Regret” campaign to give students a call to action 
to change their drinking behavior.  
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Discussion 
Health Communication Application 
 While the majority of this paper has focused on alcohol-related information 
within the campus health context, the next section will take the ideas discussed from the 
previous sections and apply them to general health communication methods. Health 
communication is defined as  
 the art and technique of informing, influence and motivating individual, 
 institutional and public audiences about important health issues. The scope of 
 health communication includes disease prevention, health promotion, health care 
 policy, and the business of health care as well as enhancement of the quality of 
 life and health of individuals within the community (U.S. Department of Health 
 and Human Services, 2000).  
 
 Health communication can influence positive health behavior or behavior that has 
negative health outcomes. Also, this type of communication usually consists of positive 
or negative health standings, or behaviors that are directly impacted by health status that 
is communicated through verbal, nonverbal and visual efforts (Parrot, 2004). Within the 
context of this paper, healthcare organizations will consist of “government centers or 
agencies, such as the CDC or NIH; health care institutions, such as hospitals and medical 
centers; and schools or universities (Park, Rodgers & Stemmle, 2011). The following 
section will focus on health promotion communication, predominantly online methods, 
and how it influences individual’s behavior.  
 Before the Internet, interpersonal health communication had to be conducted in-
person. This eliminated the ability to have conversations and provide support to their 
audiences in real-time. This is one of the greatest benefits that the Internet has given 
health communication. And since adults are seeking health information online more than 
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ever before, it reinforces the advantages that health promotion has gained from the 
Internet. 
 Health organizations face the same issues that campus health groups do – building 
a community, providing support for its audience, connecting members, and 
communicating relevant content in easy to understand messages. These health 
organizations rely on their websites as well as their social media properties to 
communicate important information to their constituents.  
 The majority of health care organizations use social media primarily for 
marketing activities rather than an outlet to communicate with its patients (Advisory 
Board Company, 2012). In addition, the healthcare field is less likely to adopt social 
media practices into their communication plans compared to other industries; but within 
healthcare organizations, hospitals are the early adopters (Advisory Board Company, 
2012).   
 Health care organizations are 
hesitant to use SNS because they are 
afraid the information distributed will “be 
taken out of context or interpreted as 
medical advice” (Lorinez, Drazen, & 
Dahlweid, 2012). Other barriers that 
impede these groups from joining social 
media include being behind the learning 
curve, measuring the effectiveness of 
Figure 13 
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social media, it is a low priority for organization’s executives, and it is only useful for 
marketing functions (Lorinez, Drazen and Dahlweid, 2012).  Although, these 
organizations are cautious about joining SNS they need to have a social media policy 
developed because their audiences are already active users within these channels.  
 A common mistake that healthcare organizations make is creating a social media 
presence, but then abandoning it because they do not have a social content strategy. This 
causes more damage than not having a social media account, because users will not seek 
out those profiles another time. Therefore, these groups need to establish goals that are  
specific to their organization’s purpose and not partake in activities that do not further 
these goals.  Some examples of goals that healthcare organization normally incorporate 
into their social media strategy include brand management, consumer relations, 
consumer/patient education, wellness, and research trial recruitment, etc. (Lorinez, 
Drazen, & Dahlweid, 2012). (Figure 13)   
 One reason that healthcare organizations should use SNS is fifty-seven percent of 
U.S. adults seek health information online, with one-fifth using social media properties to 
find health updates (Fox and Jones, 2009). More specifically, ninety-one percent of adults 
whom have a college degree are online users and eighty-nine percent of those individuals 
seek out health-related information online (Fox, 2011). While people who have not 
attained a higher education are less likely (62%) to gather online health information (Fox, 
2011).  In addition, Facebook has actually become the preferred source for health 
information among individuals who use social media for health purposes (Dolan, 2011). 
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The interactive functions of social networking sites, specifically Facebook, are why these 
platforms are appealing to healthcare organizations.   
 The interactive components of these platforms allow users to “understand health 
information, increase word of mouth among interpersonal networks, and improve users’ 
self-management behaviors” (Nutbeam, 2000; Kalichman, 2002; Guendelman, 2002). In 
regards to Facebook, the platform allows health care organizations to disseminate health 
information to its audience, promote products and services and build brand communities 
in a cost-effective method (Park, Rodgers & Stemmle, 2011). Health-related information 
that these organizations could post that would fulfill users’ information needs include 
basic organization information (e.g. location, hours of operation), updates (new clinic 
openings, shots available), and healthy behavior (e.g. share content from credible doctors, 
how to survive in allergy season, etc).  
 Most importantly, Facebook encourages “virtual content-sharing activities” 
among its users (Thackeray, 2008). These activities benefit healthcare organizations 
because personal recommendations promote the issue as well as influence attitudes of 
users within their network (Thackeray, 2008). But ultimately, organizations can use these 
communications tools to improve health literacy in interactive and engaging ways among 
the U.S. population (Berkman, 2011).  
 Healthcare organizations use other social media channels other than Facebook 
that include Twitter, YouTube, LinkedIn, Flickr and Instagram. Organizations that use 
multiple social media channels to distribute information are able to heighten awareness 
among its users through increased frequency of shared content (Park, Rodgers & 
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Stemmle, 2011). This allows content to become viral and reach users in their preferred 
communication platform. Depending on the healthcare organization, the importance of 
virality could be a high or low priority objective. For instance, hospitals would be more 
interested in publishing a variety of content that would satisfy users needs and serve as 
hub for information compared to government agencies whom strive for their PSAs to 
become viral in order to reach the masses. Healthcare organizations need to identify the 
desired outcome that audiences wish to achieve when they visit their social media 
channels and create content that satisfies those needs.  
 Organizations, who choose the multiple platform social strategy, need to 
understand that they cannot publish the same content on every site. Users usually visit 
about three different websites on a daily basis, so if organizations push the same content 
on each of its channel users will figure this out and only seek out one channel to find 
information (VisualEconomics, 2012). This means that organizations have to tailor the 
content based on the platform, so users will be encouraged to visit all of the channels to 
find health-related information.  
 Another benefit that social media provides to healthcare organization is 
impression-management, which is defined as the “goal-directed conscious or unconscious 
attempt to influence others' perceptions about a person, object, or event by controlling or 
managing the exchange of information in social interaction" (Dwyer, 2007). Impression-
management allows healthcare organization to create positive brand identities as well as 
supervise online impressions.  
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 Biographical information and photos can add to a brand’s online identity because 
it demonstrates the organization’s personality and serves as way for users to determine if 
their needs and preferences align with the organization (Evans, 2010; Scott, 2011). For 
example, UHS took advantage of enhancing their online profile by posting their 
achievements on their Facebook timeline so users would see that they are credible source 
of information. Lastly, if users perceive profiles as more attractive than they are more 
they be more likely to “like” the page and become a member of the community (Tuten 
2008). Healthcare organization, like all other organizations, face obstacles when entering 
the social media sphere but all of the benefits discussed strengthen the argument for these 
organizations to be part of the social media world.    
Advertising Implications 
 Most brands have jumped on the social media bandwagon, but not all of them 
established a content strategy when entering the social space. Due to this, brands have 
made the same mistakes as universities and healthcare organizations that were previously 
discussed. While they have fallen victim to these common errors, they all share the same 
goal for using these platforms - build a community to engage with. In order to achieve 
this goal, each entity has to approach their social media account in different ways because 
of their audiences. For example, healthcare organizations and universities might want 
their audiences to visit their social media properties to find specific information rather 
than come to their pages to engage with the content. Therefore, their SNS are seen as a 
source of credible information, which may be more important than audiences “liking” 
their post.  
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 Whether brands have already established a social media presence or 
contemplating entering the social media sphere, they should consider these guidelines 
when determining their social media content strategy.  
More Platforms, More Content  
 Companies believe they need to be on every social media platform – Facebook, 
Twitter, YouTube, LinkedIn,  Google+, Pinterest, Instagram – so they do not miss an 
opportunity. This is reinforced by an estimated nine out of ten businesses having at least 
one social media account, and average size companies having “178 corporate-owned 
social media accounts” (Cohen, 2012; Smith, 2012). Community management uses a 
great deal of resources – time and money – so companies need to have social media 
content strategies in place in order to benefit from the opportunity costs these platforms 
provide. Overall, companies need to be aware that social media is not free and creating 
another social media account will not solve all of their problems.  
 When companies commit to multiple platforms, they are also committing to 
creating content for each source. Content needs to be tailored for each platform because 
of character restrictions as well as audience preferences. For example, Twitter messages 
have to be crafted using only 140 characters and usually contain breaking news 
information. While Facebook and Google+ allow 420 characters and more often include 
videos, photos and links within their posts. Therefore, companies need to determine 
which channel will publish certain content because users will not check every account if 
they know all the content is the same.  
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 In addition, companies should strive to create content that users will want to share 
with their networks. Companies should balance posting original content and curated 
content. Original content demonstrates the brand’s opinions and personality, and when 
users share content the brand will be credited as the source. Curated content provides an 
outlet for companies to find information that will interest their audiences and reinforce 
that the brand’s social media accounts are the first place users should visit.   
 These channels also provide an interactive way to engage with audiences that 
other media channels cannot achieve. For example, using multiple accounts allows 
brands to target audiences by geography, topic or service. Therefore, companies need to 
determine the purpose of using each social media platform as well as the desired outcome 
of engaging with audiences through each channel before interacting on more social media 
channels. 
Engagement Is A Result 
Engagement should not be viewed as a goal, but rather as a desired result. Companies 
should strive for engagement that includes building a community by focusing on the 
people that are in the community; sharing content and information that will benefit their 
community; expanding their networks and connecting with more people through 
conversations; being present and being able to have conversations (Salesforce, 2012).  
 Engagement needs to be incorporated into social media strategies because it 
shows companies how users interact with each channel, what type of content users like, 
and how companies’ interactions influence their brand’s online personality. In addition, 
engagement is established based on the company’s purpose for joining a specific social 
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media channel. For instance, a B2C company may use Facebook as a lead generation tool 
to acquire customers while a B2B company would use LinkedIn to increase lead 
generation effectiveness (Pick, 2012). Therefore, companies should evaluate their 
organizational goals to determine which social media platforms would further their 
business.  
 Engagement has the potential to show a business’s audience as well as their 
audience’s network the brand’s personality. The interactive component of social media 
allows brands to respond when users have positive as well as negative feedback, which 
influences users’ attitudes towards the brand. While companies want positive feedback, 
negative feedback can provide more useful information. For instance, when users 
complain about an issue the company is able to determine whether the problem is isolated 
or widespread as well as collect more information about the incident.  
 In addition, negative feedback shows that users care in some capacity about the 
brand, and allows the brand to turn a bad situation into an opportunity for converting a 
user into a loyal fan. When companies respond to unpleasant situations by demonstrating 
the level of care they have invested into the users’ problem, it enhances the user’s 
experience as well as other users who view the brand’s activity. Lastly, these platforms 
provide an outlet for brands to communicate their position as well as mitigate negative 
feedback 3+!*!9:;<3=!>?@:A6! 
Viral Storytelling 
 Social media allows brands to share their stories with users all over the world. 
Storytelling is important for brands because it influences how users perceive brands and 
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serves as a way to preserve a brand’s history. Brands that are successful at telling their 
story in the digital space are able to humanize their social media channels, which is the 
ideal environment that users want when interacting with brands. 
 Storytelling enables brands to showcase their “purpose for doing business and 
share the story of that purpose with a consistent brand identity and effective use of the 
tools of the social business marketplace” (Burgess, 2012). Brand’s ability to effectively 
tell stories allows them to integrate their products and their messages with social 
responsibility, which ultimately helps brands align their values with their audiences 
(Burgess, 2012). When brands choose to use the storytelling approach when publishing 
content it adds to their cultural capital, while collecting support when the brand needs 
forgiveness. For instance, Apple is phenomenal at connecting with its audience through 
story so when their products have issues most of its fans tend to overlook it and forgive 
the brand because they want to be part of the culture (Partin, 2009).  
 Another reason that brands should use storytelling is because the content is easier 
to share. Based on Visual Technologies research, Global Fortune 100 companies were 
mentioned 10.4 million times in one month (Enrico, 2012). This provides a tremendous 
opportunity for brands because they if they create content that is easy for users to share 
within their network, than users will be more likely to partake in the activity.  
 Content that is shared the most by users falls in the categories of photos, videos 
and links. Brands can take advantage of this by adding visual elements into their posts so 
users will be more likely to share their content. In addition, including videos and photos 
adds entertainment variety to brands’ content postings. Brands want their content to 
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become viral because it increases the number of impressions and thereby increases the 
brands’ mentions. While they want more eyeballs to view their content, brands should 
strive for their content to connect with someone that was affected by their story and for it 
to potentially start a relationship with that person.  
One Size Fits All Does Not Work 
 The majority of brands are under the assumption that they need to be partaking in 
the same activities as other brands within their industry, and be in social media channels 
just because users are mentioning them. For some businesses using multiple social media 
accounts is imperative for the success of their business, while some companies would 
fare better just using Twitter rather than Facebook. Companies need to determine where 
their audiences are and what are their preferences for receiving information about their 
brand when creating a social media communication plan. 
 For example, the mustard company Grey Poupon launched a Facebook campaign 
that examines users’ credentials before they can become a member of the “Society of 
Good Taste” on their Facebook page. This campaign works well because of the brand’s 
personality and its unique method of attracting users that will most likely engage with the 
brand page after the initial “like”. However, this type of digital campaign might not work 
well for brands that are more conservative and would be turned off by the “snobbish” 
approach to gaining fans. Overall, companies need to determine the benefit that social 
media can provide to their brands as well as their consumers in order for the brand to be 
successful in the social media landscape.   
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Conclusion 
 Social media has proven to be an integral part of individuals’ lifestyles, with 
every population cohort significantly increasing their SNS usage since 2005 (Brenner, 
2012). These sites have become part of users’ daily routines and are beginning to become 
the primary communication method between peers, organizations and brands. Businesses, 
education institutions, and healthcare organizations should develop a social media 
presence that furthers their organization’s purpose in the digital space. 
 SNS’s rapid adoption rate amongst all audiences is another reason that social 
media is an appealing communication outlet for the previously mentioned groups. 
Although creating a social media channel is a cost-effective tool compared to other 
efforts, these platforms require an abundance of resources to create a successful and 
influential profile. Therefore, social media channels should be included within these 
groups’ online communication media objectives. 
 Before these groups decide to create a social media profile, they need to 
determine what platforms align with their organizations’ goals and how their audiences 
prefer to receive messages. Healthcare organizations within education institutions are 
focused on educating their primary audience – students – about a variety of issues they 
will face in college, in particular about alcohol awareness. Campus health organizations 
such as the University Health Services at UT Austin have created a Facebook account to 
reach to students in an environment they feel comfortable discussing their day-to-day 
lives.  
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 Since the majority of college students have a social media profile on Facebook, 
this is an appropriate platform for UHS to publish content that pertains to alcohol. While 
students are increasingly going on SNS to find health-related information, UHS needs to 
make students aware that they are on these platforms. Campus health organizations need 
to promote their social media channels in addition to its website on promotional materials 
in order to make these sites top of mind for students. Another way that these groups can 
expand their community is by creating Facebook ads to target users within their fans’ 
network. If users see that their friend “liked” UHS they will be more likely to visit the 
page and eventually become a fan because users are likely to mimic individuals within 
their personal networks. Social media provides campus health communication an outlet to 
expand their community while providing a platform for students to easily find credible 
health-related information.  
 Healthcare organization, such as hospitals and government agencies, need to 
evaluate the desired outcome of using SNS before creating social media channels. For 
instance, government agencies would be more interested in the virality of messages. They 
could use multiple platforms so the content reaches users at multiple touch points thereby 
increasing the likelihood to share content. However, if government agencies created a 
PSA video they could make a YouTube channel to accommodate all of their videos. 
YouTube allows users to easily share videos to other social media accounts, so agencies 
could solely use this channel to promote its message. On the other hand, hospitals would 
be more interested in publishing content in order to become a source of information that 
users trust and frequently visit to solve their problems.  
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 Brands, large and small, have joined the social media world and do not appear to 
slow down in the future. SNS are another outlet for brands to communicate with their 
fans in real-time and foster relationships that other communication outlets cannot. While 
these channels provide the opportunity to humanize brands, companies need to assess 
how social media aligns with their objectives and which platforms will further those 
goals so the brand can connect more effectively with its audience. 
 Overall, social media has changed communication and business methods by 
providing users a platform to satisfy their social as well as cognitive needs. SNS will 
continue to provide benefits to businesses, education institutions, and healthcare 
organizations if they use these channels in effective and appropriate ways that resonate 
well with their audiences and enhance the brand’s online presence.  
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Appendix A: Party Schools vs Sober Schools 
 
Party Schools Sober Schools 
West Virginia University Brigham Young University 
University of Iowa Wheaton College 
Ohio University U.S. Naval Academy 
University of Illinois, Urbana-Champaign U.S. Coast Guard Academy 
University of Georgia Grove City College 
University of Florida U.S. Military Academy 
University of California- Santa Barbara City University of New York-Brooklyn 
College 
Florida State University Wesleyan College 
Miami University of Ohio Wellesley College 
Syracuse University Calvin College 
Penn State University City University of New York – City College 
DePauw University City University of New York-Queens-Hunter 
College 
University of Wisconsin-Madison Franklin W. Olin College of Engineering 
University of Mississippi Agnes Scott College 
University of Texas – Austin Simmons College 
University of Maryland U.S. Air Force Academy 
University of South Carolina Pepperdine University 
James Madison University Becker College 
University of Maine Cooper Union for the Advancement of New 
York 
University of Tennessee California State University- Stanislaus 
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Appendix B 
 
B1: Topic Analysis Results Overview 
 
 
 
 
 B2: Brand Activity Results Overview 
 
School Top Brand activity 2nd Brand activity 3rd Brand activity 
West Virginia 
University 
Status Post Link Photo 
University of Texas - 
Austin 
Link Shares Photos 
Calvin College Status post Link Video 
Agnes Scott College Link N/A N/A 
 
 
 
B3: User Activity Results Overview 
 
School Top User behavior 2nd User behavior 3rd User behavior 
West Virginia 
University 
Like Comment Post 
University of Texas - 
Austin 
Like Comment Post 
Calvin College N/A N/A N/A 
Agnes Scott College N/A N/A N/A 
 
 
 
 
 
 
 
 
 
School Top Topic 2nd Topic 3rd Topic 
West Virginia 
University 
Campaigns Surveys/Giveaways Organization 
University of Texas - 
Austin 
Organization Safe Sex Health 
Calvin College Health Exercise Stress/Studying 
Agnes Scott College Organization N/A N/A 
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Appendix C: WVU Brand Activity Analysis (Facebook)  
 
 
 
 
 
 
 
 
 
 
 
 
West Virginia 
University             
Topics Status Post Link Photo Video 
Shares 
(from user) TOTAL 
Campaigns (i.e. 
Regret, Healthy 
Tip Monday) 26 18 5   49 
Survey/Giveaway 18 12 6   36 
Organization 
(events) 22 4 5   31 
Violence (self-
defense) 4 8 2   14 
Exercise 3 7 2 1  13 
Health 
(eating/caffeine) 7 2 1   10 
School 6 2 2   10 
Safe Sex (i.e. HIV 
testing, condoms) 5 2    7 
Stress (studying) 1 1 2   4 
Tobacco 2 1    3 
Alcohol       
Vaccines/Exams 
(flu)       
Suicide       
Travel/Study 
Abroad       
Body Awareness       
Transportation 
Safety       
Relationships       
Sleep       
TOTAL 94 57 25 1   
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Appendix D: UT Austin Brand Activity Analysis (Facebook)  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
University of 
Texas - Austin       
Topics Link 
Share 
(from user) Photo Status Post Video TOTAL 
Organization 
(events) 9 20 15 7 3 54 
Safe Sex (HIV 
testing) 6 28 11 7  52 
Health 
(eating/caffeine) 28 17 3 1  49 
Vaccines/Exams 
(flu) 4 3 3 5 1 16 
Tobacco 9 5    14 
Exercise 9 2    11 
School 8   1  9 
Suicide  3 1  1 5 
Transportation 
Safety 4 1    5 
Body Awareness 2 1  1  4 
Violence (self-
defense) 1 1    2 
Survey/Giveaway    2  2 
Alcohol 1     1 
Stress (studying) 1     1 
Travel/Study 
Abroad 1     1 
Relationships   1   1 
Sleep 1     1 
Campaigns       
TOTAL 84 81 34 24 5  
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Appendix E: Calvin College Brand Activity Analysis (Facebook)  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Calvin College       
Topics Status Post Link Video Photo 
Shares 
(from user) TOTAL 
Health 
(eating/caffeine) 15 9 13   37 
Exercise 11  14   25 
Stress (studying) 19 5 1   25 
Survey/Giveaway 10 4    14 
Relationships 3 8 1   12 
Organization 
(event, SH101 
Magazine) 5 6    11 
Sleep 2 2    4 
Violence (self-
defense) 2     2 
Tobacco  1    1 
Safe Sex (HIV 
testing)  1    1 
School  1    1 
Alcohol       
Vaccines/Exams 
(flu)       
Suicide       
Travel/Study 
Abroad       
Body Awareness       
Transportation 
Safety       
Campaigns       
TOTAL 67 37 29    
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Appendix F: Agnes Scott College Brand Activity Analysis (Facebook)  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Agnes Scott 
College       
Topics Status Post Link Video Photo 
Shares 
(from user) TOTAL 
Organization 
(events) 1     1 
Alcohol       
Exercise       
Tobacco       
Violence (self-
defense)       
Safe Sex (HIV 
testing)       
Survey/Giveaway       
Vaccines/Exams 
(flu)       
Health 
(eating/caffeine)       
Stress (studying)       
School       
Suicide       
Travel/Study 
Abroad       
Body Awareness       
Transportation 
Safety       
Campaigns       
Relationships       
Sleep       
TOTAL 1      
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Appendix G: WVU User Activity Analysis (Facebook)  
 
 
 
 
 
 
 
 
 
 
 
 
West Virginia 
University      
Topics Like Comment Post 
Share (from 
brand) TOTAL 
Organization 
(events) 36 17 2 1 56 
Tobacco 45 4 1 2 52 
Survey/Giveaway 44 5  1 50 
School 30 6 
2 (1 photo, 
1 link) 1 39 
Relationships 29 4 1 1 35 
Exercise 18 1 
7 (1 photo, 
4 link) 5 31 
Health 
(eating/caffeine) 24 4  1 29 
Violence (self-
defense) 17 1 
1 (1 shared 
from other 
user) 2 20 
Stress (studying) 10 6   16 
Safe Sex (HIV 
testing) 1 3  1 5 
Sleep   4 (4 link)  4 
Alcohol      
Vaccines/Exams 
(flu)      
Suicide      
Travel/Study 
Abroad      
Body Awareness      
Transportation 
Safety      
TOTAL 254 51 17 15  
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Appendix H: UT Austin User Activity Analysis (Facebook)  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
University of 
Texas – Austin       
Topics Like Comment Post 
Share (from 
brand) TOTAL 
Organization 
(events) 204 17 3 2 226 
Safe Sex (HIV 
testing) 142 8 1  151 
Health 
(eating/caffeine) 83 10   93 
Body Awareness 38 2  1 41 
School 37 2  1 40 
Tobacco 22 5 2  29 
Exercise 22 2  2 26 
Vaccines/Exams 
(flu) 20 2 1  23 
Suicide 14    14 
Transportation 
Safety 4    4 
Violence (self-
defense) 2    2 
Survey/Giveaway 2    2 
Stress (studying)  2   2 
Alcohol    1 1 
Travel/Study 
Abroad 1    1 
Sleep 1    1 
Relationships      
TOTAL 592 50 7 7  
! '&!
References!
 
"98% of Online Adults 18-24 Use Social Media." FreshBuzz Media, 8 Oct. 2011. Web. 17 Nov. 2012. 
<https://freshbuzzmedia.com/2011/10/new-study>. 
 
"2012 Fall Report Highlights." Institutional and Enrollment Research. Calvin College, 28 Sept. 2012. Web. 
30 Sept. 2012. <http://www.calvin.edu/admin/enrollment/day10/report.htm>. 
 
"Agnes Scott College." Colleges. US News & World Report, 2011. Web. 20 Sept. 2012. 
<http://colleges.usnews.rankingsandreviews.com/best-colleges/agnes-scott-college-1542>. 
 
AJZEN, ICEK. "Theory of Planned Behavior." OIT Web Hosting. Academic Press Inc., 1991. Web. 2 Apr. 
2012. <http://people.umass.edu/psyc661/pdf/tpb.obhdp.pdf>. 
 
Almasy, Steve. "West Virginia Ranked as No. 1 School, for Partygoers - CNN.com." CNN. Cable News 
Network, 21 Aug. 2012. Web. 20 Sept. 2012. <http://www.cnn.com/2012/08/21/living/west-virginia-party-
school/index.html>. 
 
American College Health Association. Healthy Campus 2010. Baltimore, MD: ACHA; 2002. 
 
Barnes MD, Penrod C, Neiger BL, et al. Measuring the relevance of evaluation criteria among health 
information seekers on the Internet. Health Psychol. 2003;8:71–82. 
 
Berkman, Nancy D., Stacey L. Sheridan, Katrina E. Donahue, David J. Halpern, and Karen Crotty (2011), 
"Low Health Literacy and Health Outcomes: An Updated Systematic Review," Annals of Internal 
Medicine, 155 (2), 97-107. 
 
Brenner, Joanna. "Pew Internet: Social Networking." Social Neworking. Pew Research Center's Internet & 
American Life Project, 13 Nov. 2012. Web. 25 Nov. 2012. 
<http://pewinternet.org/Commentary/2012/March/Pew-Internet-Social-Networking-full-detail.aspx>. 
 
Brock, Timothy C.; Green, Melanie C. (2005). Persuasion: Psychological Insights and Perspectives. 
Thousand Oaks, CA: Sage Publications, Inc. 
 
Brock, Timothy C., and Melanie C. Green. "Chapter 3: Acting As We Feel." Persuasion:  Psychological 
Insights and Perspectives. 2nd ed. Thousand Oaks, CA: Sage Publications, 2005. 52-53. Print. 
 
Burgess, Cheryl. "Why Storytelling Is the Ultimate Weapon for Brands. #WeFirst." Social Media 
Marketing Consultants. Blue Focus Marketing RSS, 16 Oct. 2012. Web. 25 Nov. 2012. 
<http://www.bluefocusmarketing.com/blog/2012/10/16/why-storytelling-is-the-ultimate-weapon-for-
brands-wefirst/>. 
 
Burke, M., Marlow, C., & Lento, T. (2009). Feed me: Motivating newcomer contribution in social 
networking sites. In Proceedings of the 27th international conference on human factors in computing 
systems, Chicago, 2009. doi: 10.1145/1518701.1518847. 
 
Cam Escoffery Phd, Mph, Ches, Kathleen R Miner Phd, Mph, Ches, Daniel D Adame Phd, Msph, Ches, 
Susan Butler Edd, Ches, Laura McCormick Drph & Elizabeth Mendell Med (2005): Internet Use for Health 
Information Among College Students, Journal of American College Health, 53:4, 183-188. 
Wilkins AS. Expanding Internet access for health care consumers. Health Care Manage Rev. 1999;24:30–
41. 
 
! ''!
Cohen, Heidi. "Social Media' Ɓs Future: 5 Important Trends." Heidi Cohen. Heidi Cohen, 30 July 2012. Web. 
25 Nov. 2012. <http://heidicohen.com/social-media-future-5-important-trends/>. 
 
Cutlip, S.M., Center, A.H., & Broom, G.M. (2000) Effective Public Relations (8th ed.). Englewood Cliffs, 
NJ: Prentice Hall. 
 
Derickson. "How College Students Use Social Media." PerspecTive. Tunheim Blog, 9 Mar. 2012. Web. 27 
Oct. 2012. <http://blog.tunheim.com/2012/03/09/how-college-students-use-social-media/129>. 
 
Dolan, Pamela Lewis (2011, April 1), "Patients Social Media Use Raises Practical Issues for Doctors," 
http://www.profrisk.com (accessed April 11, 2011). 
 
Dwyer, Catherine (2007), "Digital Relationships in the ‘MySpace' Generation: Results from a Qualitative 
Study," Proceedings of the 40th Hawaii International Conference on System Sciences (HICSS), Hawaii, 
January. 
 
Eng TR, Maxfield A, Patrick K, Deering MJ, Ratzan S, Gustafson D. Access to health information and 
support: a public highway or a private road? JAMA. 1998;280:1371–1375. 
 
Enrico, Ellen. "The Social Media Buzz on the Fortune Global 100 Is Out!" Visible. Visible Technologies, 
23 July 2012. Web. 25 Nov. 2012. <http://www.visibletechnologies.com/blog/the-social-media-buzz-on-
the-fortune-global-100-is-out/>. 
 
Escoffery C, McCormick L, Bateman K. Development and process evaluation of a Web-based smoking 
cessation program for college smokers: innovative tool for education. Patient Educ Couns. 2004;53:217–
225. 
 
Evans, Liana (2010), Social Media Marketing: Strategies for Engaging in Facebook, Twitter, and Other 
Social Media. Indianapolis: Que Publishing. 
 
Fishbein, M., & Yzer, M. C. (2003). Using theory to design effective health behavior interventions. 
Communication Theory, 13, 164–183. 
 
Fox, S. (2011). The Social Life of Health Information, 2011. Retrieved 18 November, 2012 from 
http://www.pewinternet.org/~/media//Files/Reports/2011/PIP_Social_Life_of_Health_Info.pdf  
 
Fox, Susannah, and Sydney Jones (2009), "The Social Life of Health Information," Pew Internet & 
American Life Project, http://www.pewinternet.org (accessed March 2, 2010).a 
 
Fox, Susannah. "Who Doesn't Gather Health Information Online?" Pew Research Center's Internet & 
American Life Project. Pew Research Center, 18 Oct. 2011. Web. 04 Nov. 2012. 
<http://pewinternet.org/Commentary/2011/October/Who-Doesnt-Gather-Health-Information-Online.aspx>. 
 
Grunig, J. E. & Hunt, T. 1984. Managing Public Relations. London & New York: Routledge  
 
Guendelman, Sylvia, Kelley Meade, Mindy Benson, Ying Qing Chen, and Steven Samuels (2002), 
"Improving Asthma Outcomes and Self-Management Behaviors on Inner-City Children: A Randomized 
Trial of the Health Buddy Interactive Device and an Asthma Diary," Archives of Pediatrics and Adolescent 
Medicine, 156 (2), 1114-20. 
 
Houston TK, Allison JJ. Users of Internet health information: differences by health status. J Med Internet 
Res. 2002;4(20):e7. 
! '(!
"How The World Spends Its Time Online." Visual Economics. Nielsen, 2012. Web. 22 Nov. 2012. 
<http://visualeconomics.creditloan.com/how-the-world-spends-its-time-online_2010-06-16/>. 
 
http://aschealthservice.blogspot.com/ 
 
http://readsh101.com/calvin.html 
 
https://twitter.com/wellwvu 
 
http://wellwvu.tumblr.com/!
 
http://www.calvin.edu/admin/health/ 
 
http://www.facebook.com/pages/Agnes-Scott-College-Health-Service/162039410516601 
 
http://www.facebook.com/pages/Calvin-Student-Health-101/233730243344859 
 
http://www.facebook.com/Healthyhorns 
 
http://www.facebook.com/WELLWVU 
 
http://www.healthyhorns.utexas.edu/ 
 
http://www.well.wvu.edu/ 
 
Huchting, Karen, Andrew Lac, and Joseph W. LaBrie. "An Application of the Theory of Planned Behavior 
to Sorority Alcohol Consumption." Addictive Behaviors 33.4 (2008): 538-51. ScienceDirect. Web. 19 Sept. 
2012. <http://ac.els-cdn.com/S0306460307003048/1-s2.0-S0306460307003048-main.pdf?_tid=e72c6b56-
028011e2a03300000aacb35f&acdnat=1348076523_b9dfa6cdf17b4effaa805468c427dfe2>. 
 
"In Changing News Landscape, Even Television Is Vulnerable." Pew Research Center for the People and 
the Press RSS. Pew Research Center, 27 Sept. 2012. Web. 17 Nov. 2012. <http://www.people-
press.org/2012/09/27/section-2-online-and-digital-news-2/>. 
 
Ingram, Matthew. "Watch Out, Google: Facebook’s Social Search Is Coming." Technology. Bloomberg 
BusinessWeek, 13 Sept. 2012. Web. 21 Nov. 2012. <http://www.businessweek.com/articles/2012-09-
13/watch-out-google-facebook-s-social-search-is-coming>. 
 
Kalichman, Seth C., Lance Weinhardt, Eric Benotsch, Kari DiFonzo, Webster Luke, and James Austin 
(2002), "Internet Access and Internet Use for Health Information Among People Living with HIV/AIDS," 
Patient Education and Counseling, 46 (2), 109-16. 
 
Katz, E., Blumler, J. G., & Gurevitch, M. (1973). Uses and gratifications research. 
Public Opinion Quarterly, 37, 509–523. 
 
Katz, E., Haas, H., & Gurevitch, M. (1973). On the use of the mass media for 
important things. American Sociological Review, 38, 164–181. 
 
Keath, Jason, and Caleb Gray. "105 Facebook Advertising Case Studies." Blog. Social Fresh, 19 June 2012. 
Web. 25 Nov. 2012. <http://socialfresh.com/facebook-advertising-examples/>. 
 
Mangan, Katherine. “As Students Scatter Online, Colleges Try to Keep Up”. Technology. 10 September 
2012. The Chronicle of Higher Education. 18 November 2012. http://chronicle.com/article/Digitally-
! '7!
Savvy-Students-Play/134224/ 
 
Noer, Michael. "West Virginia University." America's Top College. Forbes, 1 Aug. 2012. Web. 20 Sept. 
2012. <http://www.forbes.com/colleges/west-virginia-university/>. 
 
Noer, Michael. "University of Texas Austin." America's Top College. Forbes Magazine, 1 Aug. 2012. Web. 
20 Sept. 2012. <http://www.forbes.com/colleges/the-university-of-texas-at-austin/>. 
 
Northcote, Jeremy. "Young Adults’ Decision Making Surrounding Heavy Drinking: A Multi-staged Model 
of Planned Behaviour." Social Science & Medicine 72.12 (2011): 2020-025. ScienceDirect, 18 May 2011. 
Web. 19 Sept. 2012. 
<http://www.sciencedirect.com.ezproxy.lib.utexas.edu/science/article/pii/S0277953611002590#>. 
 
Nutbeam, Don (2000), "Health Literacy as a Public Health Goal: A Challenge for Contemporary Health 
Education and Communication Strategies into the 21st Century," Health Promotion International, 15 (3), 
259-67. 
 
Palmgreen, P. (1984). Uses and gratifications: A theoretical perspective. Communication Yearbook, 8, 20–
55. 
 
Park, Hyojung, Shelly Rodgers, and Jon Stemmle. "Health Organizations' Use of Facebook for Health 
Advertising and Promotion." Journal of Interactive Advertising 12.1 (2012): n. pag. 2011. Web. 20 Nov. 
2012. <http://jiad.org/article153>.
 
Park, N., Kee, K. F., & Valenzuela, S. (2009). Being immersed in social networking environment: 
Facebook groups, uses and gratifications, and social outcomes. CyberPsychology and Behavior, 12, 729–
733. doi: 10.1089=cpbx.2009.0003. 
 
Parrott, Roxanne. "Emphasizing "Communication" in Health Communication." Journal of Communication 
54.4 (2004): 751-87. International Communication Association, Dec. 2004. Web. 20 Sept. 2012. 
 
Partin, Melinda. "Brand Storytelling: Connecting With Your Audience." Fast C fompany. Mansueto 
Ventures LLC, 23 July 2009. Web. 25 Nov. 2012. <http://www.fastcompany.com/1315306/brand-
storytelling-connecting-your-audience>. 
Pempek, T., Yermolayeva, Y., & Calvert, S. L. (2009). College students social networking experiences on 
Facebook. Journal of Applied Developmental Psychology, 30(3), 227–238. 
 
Pick, Tom. "72 Fascinating Social Media Marketing Facts and Statistics for 2012." Jeffbullass Blog RSS, 
2012. Web. 25 Nov. 2012. <http://www.jeffbullas.com/2012/07/24/72-fascinating-social-media-marketing-
facts-and-statistics-for-2012/>. 
 
"Princeton Review's Top 20 Party, Sober Schools." CBS News. Associate Press, 20 Aug. 2012. Web. 20 
Sept. 2012. <http://www.cbsnews.com/8301-501363_162-57496480/princeton-reviews-top-20-party-sober-
schools/>. 
 
Quan-Haase, Anabel, and Alyson L. Young. "Uses and Gratifications of Social Media: A Comparison of 
Facebook and Instant Messaging." Bulletin of Science, Technology & Society 30.5 (2010): 350-61. Sage 
Journals. Sage Publications, Oct. 2010. Web. 28 Oct. 2012. 
<http://bst.sagepub.com/content/30/5/350.abstract>. 
 
"Report: U.S. Health Care Orgs Lag on Social Media." The Daily Briefing. The Advisory Board Company, 
12 Apr. 2012. Web. 22 Nov. 2012. <http://www.advisory.com/Daily-Briefing/2012/04/13/Et-cetera>. 
! '8!
Lorinez, Caitlin, Erica Drazen, and Dr. Michael Dahlweid. Should Healthcare Organizations Use Social 
Media? Rep. CSC, 2012. Web. 20 Nov. 2012. <http://www.advisory.com/Daily-Briefing/2012/04/13/Et-
cetera>. 
 
Rimal RN, Flora JA. Interactive technology attributes in health promotion: practical and theoretical issues. 
In: Street RL, Gold WR, Manning T, eds. Health Promotion and Interactive Technology: Theoretical 
Applications and Future Directions. Mahwah, NJ: Lawrence Erlbaum; 1997:19–38. 
 
Robinson TN, Patrick K, Eng TR, Gustafson D. An evidence based approach to interactive health 
communication: a challenge to medicine in the information age. JAMA. 1998;280:1264–1269. 
 
Rubin, A. M. (2009). Uses-and-Gratifications perspective on media effects. In J. 
Bryant & M. B. Oliver (Eds.), Media effects: Advances in theory and research 
(pp. 165–184). NY: Routledge. 
 
Scheerhorn D. Creating illness-related communities in cyberspace. In: Street RL, Gold WR, Manning T, 
eds. Health Promotion and Interactive Technology: Theoretical Applications and Future Directions. 
Mahwah, NJ: Lawrence Erlbaum; 1997: 171–185. 
 
Scott, David M. (2010), The New Rules of Marketing and PR: How to Use Social Media, Blogs, News 
Releases, Online Video, and Viral Marketing to Reach Buyers Directly. Hoboken, NJ: John Wiley & Sons. 
 
Shalvey, Kevin. "Facebook To Lead 2012 Social Network Growth." Investors.com. Investors Business 
Daily, 15 Mar. 2012. Web. 17 Nov. 2012. <http://news.investors.com/technology/031512-604447-
facebook-to-lead-social-growth.htm>. 
 
Smith, Brad. "3 Lies That 'Social Media Experts' Like to Tell." Social Media Today. Social Media Today 
LLC, 17 July 2012. Web. 25 Nov. 2012. <http://socialmediatoday.com/fixcourse/617276/3-lies-social-
media-experts-tell>. 
 
Sponcil, Megan, and Priscilla Gitimu. "Use of Social Media by College Students: Relationship to 
Communication and Self-concept." Journal of Technology Research 4 (2012): n. pag. Academic and 
Business Research Institute. Web. 17 Nov. 2012. <http://www.aabri.com/jtr.html>. 
 
Thackeray, Rosemary and Brad L. Neiger (2009), "A Multidirectional Communication Model: Implications 
for Social Marketing Practice," Health Promotion Practice, 10 (2), 171-75. 
 
Tuten, Tracy L. (2008), Advertising 2.0: Social Media Marketing in a Web 2.0 World. Westport, CT: 
Greenwood. 
 
United States Department of Health & Human Services. (2000). Healthy people 2010. Atlanta GA: CDC. 
Retrieved September 20, 2012, from http://www.healthypeople.gov/ 
 
"United States Facebook Statistics." SocialBakers, n.d. Web. 17 Nov. 2012. 
<http://www.socialbakers.com/facebook-statistics/united-states>. 
 
Wasserman, Todd. "Trending Stories." The Social Media Guide. Mashable, 12 Jan. 2012. Web. 17 Nov. 
2012. <http://mashable.com/2012/01/12/facebook-1-billion-users/>. 
 
Wang, Qingya; Chen, Wei; and Liang, Yu, "The Effects of Social Media on College Students" 
(2011).MBA Student Scholarship. Paper 5. http://scholarsarchive.jwu.edu/mba_student/5 
 
! (4!
Wang, Zheng, John M. Tchernev, and Tyler Solloway. "A Dynamic Longitudinal Examination of Social 
Media Use, Needs, and Gratifications among College Students." Computers in Human Behavior 28 (2012): 
n. pag. Elsevier, 31 May 2012. Web. 17 Nov. 2012. <www.elsevier.com/locate/comphumbeh>. 
 
"What the Heck Is a Social Media Playbook, and Why Do I Need One?" Ebooks | Social Media Playbook. 
Salesforce Marketing Cloud, 17 Sept. 2012. Web. 25 Oct. 2012. 
<http://www.radian6.com/resources/library/social-media-playbook/>. 
 
Xiao Wang (2009): Integrating the Theory of Planned Behavior and Attitude Functions: Implications for 
Health Campaign Design, Health Communication, 24:5, 426-434 
 
Zabinski MF, Wilfley DE, Pung MA, Winzelberg AJ, Eldredge K, Taylor CB. An interactive Internet-
based intervention for women at risk of eating disorders: a pilot study. Int J Eat Disord. 2001;30(2):129–
137. 
 
Zhang, Yan, “College Students’ Uses and Perception of Social Networking Sites for Health and Wellness 
Information” (2011). School of Information, University of Texas at Austin. Retrieved 18 November, 2012. 
http://www.ischool.utexas.edu/~yanz/Zhang2012.pdf 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
! ("!
VITA 
 
Shayla Nicole Maresh was born in Austin, Texas. After completing her work at Round 
Rock High School, Round Rock, Texas, in 2007, she entered The University of Texas at 
Austin. She received a Bachelor of Sciences Degree in Advertising from the University 
of Texas in 2011 and began taking classes graduate courses under the Select Admissions 
Graduate Program. In August 2011, she entered the Graduate School at the University of 
Texas at Austin. Shayla currently works as a digital strategist intern at GSD&M in 
Austin, Texas. She has agency and in-house marketing experience.  
 
 
Permanent Address:   8501 Sea Ash Circle 
    Round Rock, TX 78681 
 
This report was typed by the author.  
 
 
 
 
 
 
 
 
 
 
